PENGARUH PERCEIVED VALUE TERHADAP REPURCHASE INTENTION DI GRAND MERCURE BANDUNG SETIABUDI: Survei terhadap Tamu Individu yang Menginap di Grand Mercure Bandung Setiabudi by Frisa Asrilia, -
 Frisa Asrilia, 2018 
PENGARUH PERCEIVED VALUE TERHADAP REPURCHASE INTENTION DI 
GRAND MERCURE BANDUNG SETIABUDI 
Universitas Pendidikan Indonesia | repository.upi.edu | 
perpustakaan.upi.edu 
DAFTAR PUSTAKA 
An, M., Lee, C., & Noh, Y. (2010). Risk factors at the travel destination: 
Their impact on air travel satisfaction and repurchase intention. 
Service Business, 4(2), 155–166. https://doi.org/10.1007/s11628-
010-0094-2 
Anwar, S., & Gulzar, A. (2011). Impact of Perceived Value on Word of 
Mouth Endorsement and Customer Satisfaction : Mediating Role 
of Repurchase Intention, 1(5), 46–54. 
Candan, F. B. (2012). The Effect of Brand Satisfaction , Trust and Brand 
Commitment on Loyalty and Repurchase Intentions, 58, 1395–
1404. https://doi.org/10.1016/j.sbspro.2012.09.1124 
Chang, W. Y., & Chang, I. (2017). The effect of failures of tourism 
services on perceived justice and repurchase intention, 
0502(October). https://doi.org/10.1080/09720502.2017.1358891 
Chen, C., & Chen, F. (2010). Experience quality , perceived value , 
satisfaction and behavioral intentions for heritage tourists. 
Tourism Management, 31(1), 29–35. 
https://doi.org/10.1016/j.tourman.2009.02.008 
Chiu, W., & Won, D. (2016). Consumer-brand relationships in sports 
products and repurchase intention: An application of the 
investment model, 17(3), 243–259. 
https://doi.org/10.1108/IJSMS-08-2016-013 
Dla, J., Arslanagi, M., & Kadi, S. (2013). Total Quality Management & 
Business Excellence Exploring perceived service quality , 
perceived value , and repurchase intention in higher education 
using structural equation modelling, 25(January 2014), 37–41. 
https://doi.org/10.1080/14783363.2013.824713 
Dlačić, J., Arslanagić, M., Kadić-Maglajlić, S., Marković, S., & Raspor, 
S. (2013). Exploring perceived service quality, perceived value, 
and repurchase intention in higher education using structural 
equation modelling. Total Quality Management and Business 
Excellence, 25(2), 141–157. 
 Frisa Asrilia, 2018 
PENGARUH PERCEIVED VALUE TERHADAP REPURCHASE INTENTION DI 
GRAND MERCURE BANDUNG SETIABUDI 
Universitas Pendidikan Indonesia | repository.upi.edu | 
perpustakaan.upi.edu 
https://doi.org/10.1080/14783363.2013.824713 
Hasan, H. (2014). Effects of Perceived Value and Trust on Customer 
Loyalty towards Foreign Banks in Sabah , Malaysia, (2), 137–153. 
He, Y., Chan, L. K., & Tse, S.-K. (2008). From consumer satisfaction to 
repurchase intention: The role of price tolerance in a competitive 
service market. Total Quality Management & Business 
Excellence, 19(9), 949–961. 
https://doi.org/10.1080/14783360802224628 
He, Y., & Song, H. (2009). A Mediation Model of Tourists ’ 
Repurchase, (July 2008). 
https://doi.org/10.1177/0047287508321206 
Heinonen, K. (2004). Reconceptualizing customer perceived value - the 
value of time and place Kristina Heinonen CERS Center for 
Relationship Marketing and Service Management Hanken 
Swedish School of Economics and Business Administration 
Reconceptualizing customer perceived va, 14, 205–215. 
Helkkula, A. (2009). From Customer Perceived Value (PERVAL) to 
Value-in-Context Experience (VALCONEX). The 2009 Naples 
Forum …, 1(1), 0–19. 
https://doi.org/10.1017/CBO9781107415324.004 
Hoyer, W. D. (2015). Consumer Behavior (13 Edition). 
Husein, U. (2011). Metode Penelitian Untuk Skripsi dan Tesis Bisnis 
Edisi 11.  Jakarta: PT Raja Grafindo Persada   
Ibzan, E. (2016). Consumer Satisfaction and Repurchase Intentions, 
6(2), 96–100. 
Jen, W., & Hu, K. C. (2003). Application of perceived value model to 
identify factors affecting passengers’ repurchase intentions on city 
bus: A case of the Taipei metropolitan area. Transportation, 30(3), 
307–327. https://doi.org/10.1023/A:1023983627092 
Kaveh, M., Mosavi, S. A., & Ghaedi, M. (2012). The Application of 
European Customer Satisfaction Index ( ECSI ) Model in 
Determining The Antecedents of Satisfaction , Trust and 
Repurchase Intention in Five-Star Hotels in Shiraz , Iran, 6(1), 
6103–6113. https://doi.org/10.5897/AJBM11.2398 
 Frisa Asrilia, 2018 
PENGARUH PERCEIVED VALUE TERHADAP REPURCHASE INTENTION DI 
GRAND MERCURE BANDUNG SETIABUDI 
Universitas Pendidikan Indonesia | repository.upi.edu | 
perpustakaan.upi.edu 
Kim, C., Galliers, R. D., Shin, N., Ryoo, J. H., & Kim, J. (2012). Factors 
influencing Internet shopping value and customer repurchase 
intention. Electronic Commerce Research and Applications, 11(4), 
374–387. https://doi.org/10.1016/j.elerap.2012.04.002 
Kitapci, O., Akdogan, C., & Dortyol, İ. T. (2014). The Impact of Service 
Quality Dimensions on Patient Satisfaction, Repurchase Intentions 
and Word-of-Mouth Communication in the Public Healthcare 
Industry. Procedia - Social and Behavioral Sciences, 148, 161–
169. https://doi.org/10.1016/j.sbspro.2014.07.030 
Kotler, Bowen, && Makens. (2014). Marketing for Hospitality and 
Tourism Sixth Edition. 
____.,Kotler, P., Bowen, J. T., Makens, J. C., & Baloglu, S. (2017). 
Marketing for Hospitality and Tourism (SEVENTH ED). 
____.,Kotler, P., & Keller, K. L. (2016). Marketing Management. 
Organization (14th ed., Vol. 22). 
https://doi.org/10.1080/08911760903022556 
Liang, L. J., Choi, H. S. C., & Joppe, M. (2017). Understanding 
repurchase intention of Airbnb consumers : perceived authenticity 
, electronic word-of-mouth , and price sensitivity Understanding 
repurchase intention of Airbnb consumers : perceived authenticity 
, electronic word-of-mouth , and price sensitivity, 8408(July). 
https://doi.org/10.1080/10548408.2016.1224750 
Liu, Y., Pu, B., Guan, Z., & Yang, Q. (2015). Online Customer 
Experience and Its Relationship to Repurchase Intention : An 
Empirical Case of Online Travel Agencies in China Online 
Customer Experience and Its Relationship to Repurchase 
Intention : An Empirical Case of Online Travel Agencies in China, 
1665(October). https://doi.org/10.1080/10941665.2015.1094495 
Lu, Y., & Wang, B. (n.d.). Effect of Dissatisfaction Customer 
Repurchase Decision in E-commerce an Emotion Based 
Perspective, 224–237. 
Mojtaba Kaveh. (2012). The application of European customer 
satisfaction index (ECSI) model in determining the antecedents of 
satisfaction, trust and repurchase intention in five-star hotels in 
Shiraz, Iran. African Journal of Business Management, 6(19), 
 Frisa Asrilia, 2018 
PENGARUH PERCEIVED VALUE TERHADAP REPURCHASE INTENTION DI 
GRAND MERCURE BANDUNG SETIABUDI 
Universitas Pendidikan Indonesia | repository.upi.edu | 
perpustakaan.upi.edu 
6103–6113. https://doi.org/10.5897/AJBM11.2398 
Muturi, F. M., Wadawi, J. K., & Owino, E. O. (2014). Antecedents of 
Customer Perceived Value : Evidence of Mobile Phone Customers 
in Kenya, 5(4), 318–326. 
Nakhjavan, B., Ghelichi, M. A., & Branch, N. T. (2016a). Brand 
Heritage Effect On Repurchase Intention Mediates By The 
Customer Perceived Value Of, 5(July), 45–56. 
Nazri, M., Raji, A., & Zainal, A. (2016). The effect of customer 
perceived value on customer satisfaction : A case study of Malay 
upscale restaurants, 3(3), 58–68. 
Noor, J. (2012). Metodologi Penelitian. Jakarta: Kencana Prenada 
Media Group. 
Patterson, P. G. (1997). Modeling the relationship between perceived 
value , satisfaction and repurchase intentions in a business-
business , services context ... Modelling the relationship between 
perceived value , satisfaction and repurchase intentions in a 
business-to- business, (November 2016). 
https://doi.org/10.1108/09564239710189835 
Petrick, J. F. (2002). Development of a Multi-Dimensional Scale for 
Measuring the Perceived Value of a Service, 34(2), 119–134. 
Phillip, K., Gus, M., Rodney,  a, & John,  a. (2003). Customer 
repurchase intention. European Journal of Marketing,37(11), 
1762–1800. https://doi.org/10.1108/03090560310495456 
Pradini, A. L. W. (n.d.). Analisis Pengaruh Kualitas layanan dan Brand 
image terhadap Minat beli ulang pada restoran Kentucky Fried 
Chicken (KFC) Adhi Laksista Winda Pradini Fakultas Ekonomika 
dan Bisnis, Universitas Kristen Satya Wacana, 1–23. 
Rosenbaum-Elliot, R., Percy, L., & Simon, P. (2011). Strategic Brand 
Management. (G. E. S. J. Editor in Chief: Stephanie Wall Senior 
Acquisitions Editor: Erin Gardner Senior Acquisitions Editor & I. 
D. E. S. M. E. J. L. S. P. P. M. A. P. Senior Editorial Project 
Manager: Kierra Bloom Editorial Assistant: Jacob Garber 
Editorial Assistant, Global Edition: Toril Cooper Director of 
Marketing: Maggie Moylan Executive Marketing Manager: Anne 
Fahlgren Marketing Manager, Eds.) (Fourth Edi). 
 Frisa Asrilia, 2018 
PENGARUH PERCEIVED VALUE TERHADAP REPURCHASE INTENTION DI 
GRAND MERCURE BANDUNG SETIABUDI 
Universitas Pendidikan Indonesia | repository.upi.edu | 
perpustakaan.upi.edu 
https://doi.org/10.2307/1252315 
Sánchez, J., Callarisa, L., Rodríguez, R. M., & Moliner, M. A. (2006). 
Perceived value of the purchase of a tourism product. Tourism 
Management, 27(3), 394–409. 
https://doi.org/10.1016/j.tourman.2004.11.007 
Sekaran, Uma & Roger Bougie (2016); Research Methods for Business- 
A Skill Building Approach, 7th Edition. 
Shin, Y., Thai, V. Van, Grewal, D., & Kim, Y. (2017). Do corporate 
sustainable management activities improve customer satisfaction, 
word of mouth intention and repurchase intention? Empirical 
evidence from the shipping industry, 28, 555–570. 
Snoj, B., Korda, A. P., & Mumel, D. (2004). The relationships among 
perceived quality, perceived risk and perceived product value. 
Journal of Product & Brand Management, 13(3), 156–167. 
https://doi.org/10.1108/10610420410538050 
Solomon, M. R. (2017). Consumer Behavior. 
____.,Solomon, M. R., Bamossy, G., Askegaard, S., & Hogg, M. K. 
(2007). Consumer Behaviour: A European Perspective. Pharmacy 
world & science : PWS (Vol. 29). https://doi.org/10.1007/s11096-
005-3797-z 
Srivastava, K., & Sharma, N. K. (2013). Service Quality , Corporate 
Brand Image , and Switching Behavior : The Mediating Role of 
Customer Satisfaction and Repurchase Intention Service Quality , 
Corporate Brand Image , and Switching Behavior : The Mediating 
Repurchase Intention, 37–41. 
https://doi.org/10.1080/15332969.2013.827020 
Sugiyono. (2012). Metode Penelitian Bisnis. Alfabeta, Bandung 
Sweeney, J. C., & Soutar, G. N. (2001). Consumer perceived value : The 
development of a multiple item scale, 77, 203–220. 
Ulaga, W., & Chacour, S. (2001). Measuring Customer-Perceived Value 
in Business Markets. Industrial Marketing Management, 30(6), 
525–540. https://doi.org/10.1016/S0019-8501(99)00122-4 
Wahyuningsih. (2011). Customer Value , Satisfaction and Behavioral 
 Frisa Asrilia, 2018 
PENGARUH PERCEIVED VALUE TERHADAP REPURCHASE INTENTION DI 
GRAND MERCURE BANDUNG SETIABUDI 
Universitas Pendidikan Indonesia | repository.upi.edu | 
perpustakaan.upi.edu 
Intentions : the Effects of Consumer Search Behavior, (1), 1–20. 
Xiang, Y. M., Li, L. L., & Zhong, X. (2011). The research on 
relationships between customers’ perceived value and repurchase 
intention. IEEE International Conference on Industrial 
Engineering and Engineering Management, 1384–1386. 
https://doi.org/10.1109/IEEM.2011.6118143 
Xuehua Wang. (2011). The Effect of Unrelated Supporting Service 
Quality on Consumer Delight, Satisfaction, and Repurchase 
Intentions. Journal of Service Research, 14(2), 149–163. 
https://doi.org/10.1177/1094670511400722 
Yang, Z., & Peterson, R. T. (2004). Customer Perceived Value , 
Satisfaction , and Loyalty :, 21(October 2004), 799–822. 
https://doi.org/10.1002/mar.20030 
 
